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HOW TO MEET YOUR
ENROLLMENT
OBJECTIVES
without wasting
money on marketing

Hello I'm Aland I'm the
Enrollment Growth Manager




My goal for today’s webinar:

To show you an entirely new and simple strategy
that allows our schools to consistently get in front
of the right parents online, tell the school's story in
a way that attracts them
AND
generate the right Return On Investment!







A few things about us...

% MICHIGAN
INTERNATIONAL

PREP SCHOOL.




It wasn't always
like this.




We started with
teachers!







So how does that work?
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20,000 FAMILIES REACHED

They watch videos, slideshows, images and intriguing stories
about all the core unique selling points of your school.

3,200 FAMILIES ENGAGED

They click on all of the above, they go to the
new isolated web pages to discover more.

350 FAMILIES TOOK ACTION

They like & comment, many
download our infographics, and

several inquire and schedule a tour.

Does this make
sense?



3 SECRETS



SECRET#1: WHERE can we get in front of the right
parents, without spamming them or losing money




When you market a school,
you have to use all the platforms...or not

Social Media

Display Ads 32,6%
SEO (Google, Bing etc.) 31,5%

Print Ads & Mail 21,2%

Content marketing” [ieeX3

"Suitable for long term marketing strategies

52,2%




When you market a school,
you have to use all the platforms...or not
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Facebook Instagram Twitter SnapChat

And many more
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When you market a school,
you have to use all the platforms...or not

V g 3 times
a expensive

Facebook Instagram Google

$7 $24
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1k parents in your area will see your ad for $7 (ad cost)

Ads appear friendly and natural. Not spam.
Ads appear between posts from friends, family etc.
The ads are seen only by the parents we choose.
The ads are not posts on your Facebook page.

We can see exactly if and when parents viewed the ads.



Average Organic Reach of Content Published on
Brand Facebook Pages

12.05%

12.00% A
w——=Pagepk w/ >500K Likes

10.00% -
8.00% A
6.00% 1

4.04%
4.00% 3.51%

2.97%
social@Ogilvy

2.00% - . . v 2

Oct"13 Nov Dec

Analysis of 100+ Facebook Brand Pages around the world with more than 48 million total fans conducted by
Social@Ogilvy in February 2014. Please see our reporf, "Facebook Zero" at hitp//social ogilvy.com for details.



2 out of every 100 parents
will actually see what you put on
your Facebook page
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Parents are on Facebook 7 times/day

+

Most parents are on Facebook before 7am
Parents are 1.6x times more engaged
than non parents



SECRET#1: WHERE can we get in front of the right
parents, without spamming them or losing money
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SECRET#1: WHERE — f

SECRET#2: HOW to find out which ads will win their
trust, without randomly promoting photos or videos.




I'm sure all of you understand
the concept of advertising.

For example, you choose a nice photo from
your school and you add a strong text message,
you put this on a newspaper, a billboard or a
mailer and that's it.



Well on social media things are far more complex.
You have to choose who should see each ad, which
types of ads they'll see (video, image, slideshow),
what happens after they see the ad, how many times
they should see it per day, and so on.

At least 70 factors influence the success
of an ad on social media.









Now I'll show you how we do it for our schools, so
If you want to implement advanced marketing
campaigns for your own school, get your notebook
or your iPad ready as I'll show you exactly what
works and what doesn't.



First, we start by putting ourselves in their shoes
to understand how they experience the process of
comparing and choosing a school.

Here's what | mean.



The Johnsons



SCHOOL OPTIONS
Public, Charter, Online/Homeschooling, Private

>
>
>

>k

.

>k

o

o

>k

>k

o

>k

sffjee sffjee sffjee

The Johnsons



SCHOOL OPTIONS
Public, Charter, Online/Homeschooling, Private

Q) Q)
(=] -]} (=] -]
_Beffjes _Beffjes The Johnsons

>
>
>

ssffjse ssffjse ssffjse

>k

:



SCHOOL OPTIONS
Public, Charter, Online/Homeschooling, Private
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SCHOOL OPTIONS

Public, Charter, Online/Homeschooling, Private
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The Johnsons

Friends have their children there
Too far or not a good fit

They've seen a newspaper ad
They've seen a billboard
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10% of the parents

Qdactively search

Q0% are bassivelb
thinking about it
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In order to understand
and guide their selection process,
we break it down into 2 main blocks.



PRIORITIES

The Johnsons



Safety Academics Music
Arts Sports Distance
College After-school Values

PRIORITIES
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The Johnsons

The Claytons

MINDSET




Parents like me

Am | going to be the weird parent?

The Claytons



Parents like me

Am | going to be the weird parent?

Kids like mine
Will they fit in..? Will mine look different?

The Claytons



Parents like me

Am | going to be the weird parent?

Kids like mine
Will they fit in..? Will mine look different?

The Claytons
Schools like this are..bad

| didn't go to a school like that so... (perceptions)




In order to be able to create marketing campaigns
that resonate with them and win their trust,
we use the following process.
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New York Mills Secondary Revicw Nearby g -
schools
Terrible Bad Average Good Great
Great!
SCHOOLS
RECENT COMMENTS Overall experience

I loved NYM. | would not have wanted to go anywhere else, the college prep was

very good, many options for college classes to preview for the actual college

Student  experience.

i& STRONGLY AGREE: Teachers at this school are effective.

Because NYM is axsymall and €ommunity orientated town the teachers are
very involved in the students day-to-day life. All of the teachers know every
child by name and even know things they enjoy doing.

Report

STRONGLY AGREE: This school effectively supports students with
learning differences.

e teachefs know that not all kids learn the same way, they adapt to suit all
needs

Report

Submitted by a student - August 15, 2017

‘® Report Review



w";& Find Near San Francisco, CA

Restaurants Nightlife Home Services ? Write a Review Events Talk

San Francisco Day School  uicimed

16 reviews Details

Add Photo
Elementary Schools, Middle Schools & High Schools Edit
ista NS
AnzaVvt Turk St
o e A N
=) %? ] *___‘ r J 1
(2} =~ |
s () J
University of @ ‘ //\
Ran Francisco = -~ G ; —
Map data ©2018 Google| " '/\“l N
350 Masonic Ave Edit - Add Photos
San Francisco, CA 94118
b/t Golden Gate Ave & Turk Blvd
NoPa

Get Directions
(415) 931-2422
sfds.net

Send to your Phone

“Parent community is quite diverse and laid back.” in 2 reviews

“The teachers took time to develop personal relationships with all of the students
because they really care about eack individual.An 2 reviews

HAalire

Share Bookmark

96 Health inspection 96 out of 100
Edit business info

Work here? Claim this business
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Hilldale School

79 Florence St, Daly City, CA, USA

3 é 9 * * * * 7 reviews Sort by: Most helpful v

Erik Boice
4 review
7% % %%k a mgnth ago

he curriculum is advanced yet the studg 5 a small community in a unique, natural
gtting. Hilldale j§ a special place.

S

il U

Jeremiah Odise
Local Guide - 59 reviews - 1 photo

%%k kk ayearago

Advanced curriculum, amazing teachers with exceptional qualifications. Inclusive, small community,
family/student oriented vibe. more affordable than many other advanced schools.

iy

Jackie Pousson
- 2 reviews



n Green Park Lutheran School Q #:0 Akis Home Find Friends

ifls Like X\ Follow &3 Recommend = °°° Send Message

[‘ 2stars @ 1
== G D E E H 1star @ 1 Suzzie Schmidt reviewed Green Park Lutheran School — @3
October 31, 2017 - @

IDARK

Excellent school. Wonderful curriculum and teachers and staff that are superb.
When your child is happy and excited for school and their enthusiasm for learning
grows each day, you know hdsen the right place!!l

05 Like () comment £> Share

Green Park
Lutheran School @» Write a comment... © @
@greenparklutheranschoo
|

Katie Davis reviewed Green Park Lutheran School — @3
Home October 1, 2017 - @
KBolt We absolutely love Green Park and can't imagine having our children anywhere

else. The teachers and staff are top notch.

Reviews 05 Like (J comment £> Share
Photos
Videos /E\ Write a comment... ®) @
Events

Erich Faulstich reviewed Green Park Lutheran School —
Posts ‘ October 2, 2016 - @
Community

Green Park is a really great loving community in which to raise children. Our fall
festival was a blast, smiling faces everywhere | looked!

Create a Page lﬁ 3
Like

D Comment p:) Share



= Audience Insights

Akis Laopodis (104741127... ¥

CREATE AUDIENCE

)

Location v
Age and Gender o v
Age
30 4 — 45 *

Gender

Interests v
Connections v
Pages v

People Connected to

Il

People Not Connected to

Search business Q

Create New Open Save More ~
B (New Audience) People on Facebook
20m - 25m monthly active people @

Demographics Page Likes Location Activity Household

Age and Gender

Self-reported information from people in their Facebook profiles. Information only available for people aged 18 and older.

B 56% Women

44% All Facebook 55%
43%
0%
2% 0%
18- 24 25-34 35-44 45-54 55 - 64
. 44% Men o )
56% All Facebook 3% 0%
N 34%
63%

Lifestyle

US demographic and interest data based on purchase behavior, brand affinity and other activities. Source: Personicx
Request audiences here from Acxiom Data Guru.

Movinhan(

Purchase

0%

65 +

0%



= Audience Insights

Pages >
Advanced v
Behaviors >
Language >
Relationship Status >
Education >
Work >
Financial >
Home >
Market Segments >
Parents v
All parents
Child 0 - 12 Months
Child 0 - 2 Years
v Child 3 -5 years
v Child 6 - 8 years
+ Child 8 - 12 years
Child 13 - 18 years
Child 18 - 26 years
Politics (US) >
Life Events >

Search business Q

Self-reported information from people in their Facebook profiles. Information only available for people aged 18 and older.

B 56% Women

44% All Facebook 55%
43%
0%
" 0%
18-24 25-34 35-44 45-54 55-64
. 44% Men — .
56% All Facebook 3% 0%
% 34%

63%

Lifestyle

US demographic and interest data based on purchase behavior, brand affinity and other activities. Source: Personicx
Request audiences here from Acxiom Data Guru.

Lifestyle Selected Audience

Tenured Proprietors 11%
Climbing the Ladder 2%

Rural Adventure 3%

Schools & Shopping 5%

Movinhand

0%
65 +

0%

Compare

+21

+13

+13

+12




NOV 27 2017 NORTH EAST US PARENTS FINISHED /100

</>

Q1. What are your 2 most important priorities when choosing a school for
your child (other than tuition)?

Surveys
ta rg et ® Percent (Respondents) is calculated by dividing each answer count by the total unique respondents.
Percent (Answers) is calculated by dividing each answer count by the total counts collected.
prospective
T . # P - Percent Percent P
famll.leS In ) s (Respondents) (Answers) .
|
the area. Academic outcomes:

Al Grades, SAT/ACT, 44.00% 25.00% 44

Graduation Rate

gy | Sl SECE E— 55.00% 31.25% 55

Environment
A3 Teacher credentials 24.00% 13.64% 24
A4 Extracurriculars 18.00% 10.23% 18

A5 College success rate 32.00% 18.18% 32



NOV 27 2017 NORTH EAST US PARENTS

Surveys
target
prospective
families in
the area!

FINISHED

RATING STARS
Q2. How happy are you with your child's school at the moment?

AT

A2

A3

A4

A5

Answers

[

/100

Percent

2.00%

2.00%

19.00%

35.00%

42.00%

Count

19

35

42

TOTAL UNIQUE RESPONDENTS 100
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1. What are their priorities
2. What's their mindset



COMPETITION MARKETING PLAN

DEVIEWS & 1. What are thelir priorities
REPUTATION 2. What's their mindset
3. How to tell the school's story

FACEBOOK
DATA

SURVEYS
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What are their priorities
What's their mindset

How to tell the school's story
How to connect emotionally
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What are their priorities

What's their mindset

How to tell the school's story

How to connect emotionally

How to increase the perceived value
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DATA

SURVEYS

MARKETING PLAN

What are their priorities

What's their mindset

How to tell the school's story

How to connect emotionally

How to increase the perceived value
What images and videos to use
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FACEBOOK
DATA

SURVEYS

MARKETING PLAN

What are their priorities

What's their mindset

How to tell the school's story

How to connect emotionally

How to increase the perceived value
What images and videos to use
What texts to use
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COMPETITION

REVIEWS &
REPUTATION

FACEBOOK
DATA

SURVEYS

MARKETING PLAN

What are their priorities

What's their mindset

How to tell the school's story

How to connect emotionally

How to increase the perceived value
What images and videos to use
What texts to use

Any web pages, eBooks,
Infographics

O OO AWM PR



SECRET#1: WHERE — f

SECRET#2: HOW to find out which ads will win their
trust, without randomly promoting photos or videos.




SECRET#1: WHERE — f

SECRET#2: HOW to find out which ads —-



SECRET#1: WHERE — f

SECRET#2: HOW to find out which ads —-

SECRET#3: HOW to build your marketing campaign,
without feeling overwhelmed
(or becoming an expert)




3,200 FAMILIES ENGAGED

They click on all of the above, they go to the
new isolated web pages to discover more.

Get The

Word Out

Create Trust

350 FAMILIES TOOK ACTION

They like & comment, many
download our infographics, and
several inquire and schedule a tour.

& Connect

Inquiry Machine
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Digital Branding

Ads

& Ricardo Flores Magon Academy @
April 11,2017 - ©

Our Commitment to the Denver Community

Es muy triste hablar con alguien que te
pregunta

We'll Prepare Your Child To Belong In Today's America

HTTPS:/WWW.MAGONACADEMY.ORG/

8.3K Views

Learn More
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Our Commitment to the Denver Community

-

Es muy triste hablar con alguien que te

pregunta

We'll Prepare Your Child To Belong In Today's America

HTTPS:/WWW.MAGONACADEMY.ORG/

8.3K Views

Learn More

Storytelling
Ads

0 Oakhill Academy
: (demo) - €

A unique place to LEARN, a great place to MAKE FRIENDS, a super place to be
AGGEPTED for WhO yOU are, aNd THE PLAGE WHERE YOU LEARN TO THINK.

is one o
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Temecula, CA 92592
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Thematic
Web Pages

ﬁ Preparatory School ==

HOW DO OUR STUDENTS ACHIEVE A COLLEGE
ACCEPTANCE RATE OF OVER 95

o heights



L- Images & Photos

Slideshows & Videos

Thematic Web Pages
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Thematic Your
Web Pages Website

mMMI

ratory School

VS.

HOW DO OUR STUDENTS ACHII
ACCEPTANC!

They reach great height:
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CREATE
TRUST &
CONNECT
Campaigns

Engagement
Ads

Roselle Catholic High School
September 21, 2017 - ©
Roselle Catholic graduates obtain millions of dollars every year in
scholarships and grants toward their college careers.

The Class of 2015 earned $10,300,000 in academic scholarships from a
number of colleges and universities including Johns Hopkins, New York
University, Rutgers, Seton Hall and Penn State.

Virtually all of our graduates go on to college, some attending the finest
universities in the country; for just a few examples, our graduates recently
have been accepted to Cornell, Brown, University of Pennsylvania, Colgate,
Notre Dame, the Naval Academy, West Point, Northwestern, Emory,
Syracuse, George Washington, Penn State, Rice, North Carolina (Chapel
Hill), Holy Cross, Northwestern, Boston College, UCLA, Stevens Institute,
Villanova, Providence, Howard, Washington University in St. Louis,
Northeastern, and Rhode Island School of Design.

(C)j)en dlouse

Ot 15th

Download
Information
Open House Handbook

MANYCHAT.COM Learn More
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Roselle Catholic High School
September 21, 2017 - ©
Roselle Catholic graduates obtain millions of dollars every year in
scholarships and grants toward their college careers.

The Class of 2015 earned $10,300,000 in academic scholarships from a
number of colleges and universities including Johns Hopkins, New York
University, Rutgers, Seton Hall and Penn State.

Virtually all of our graduates go on to college, some attending the finest
universities in the country; for just a few examples, our graduates recently
have been accepted to Cornell, Brown, University of Pennsylvania, Colgate,
Notre Dame, the Naval Academy, West Point, Northwestern, Emory,
Syracuse, George Washington, Penn State, Rice, North Carolina (Chapel
Hill), Holy Cross, Northwestern, Boston College, UCLA, Stevens Institute,
Villanova, Providence, Howard, Washington University in St. Louis,
Northeastern, and Rhode Island School of Design.

(‘,’)j)en House

Ot 15th

7o Download

Information
Open House Handbook

MANYCHAT.COM Learn More

Infographic
/eBook Ads

FOOTBALL AT HPA

E ROSELLE CATHOLIC

HIGH SCHOOL

FACTS ABOUT ROSELLE CATHOLIC HIGH SCHOOL
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Infographic
/eBook Ads

FOOTBALL AT HPA

ROSELLE CATHOLIC

HIGH SCHOOL

FACTS ABOUT ROSELLE CATHOLIC HIGH SCHOOL

/

Inquiries
Conversations

B @ e

Roselle Catholic High School % X

FEB 7TH, 11:30AM
Welcome Akis! |

Thank you your interest in
joining us for our open
house.

Click the link below to
download the event's
handbook!

@ (] Handbook.pdf

FEB 7TH, 2:27PM %

© 2 © o




eBooks / Handbooks

Infographics

Hidden Videos
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Direct Phone / Email /
Facebook Messages

Track inquiries
(software)

Calls / Tours

tttttttttttttttttttt School June 2018




First name Last name Phone Email Visit Date Attendance (Select Value)
Maria XXXXXX 202-000-000 XXXXXXXXXX@Yahoo.com 05/22/18 Yes
Courtney XXXXXX 202-000-000 XXXXXXXXXX@gMmail.com 06-26-18 Yes
John XXXXXX 202-000-000 XXXXXXXXXX@Yahoo.com 05/22/18 Yes
Elisabeth XXXXXX 202-000-000 XXXXXXXXxX@hotmail.com 06-26-18 Yes
Craig XXXXXX 202-000-000 XXXXXXXXXX@apple.com 05/22/18 No
Martha XXXXXX 202-000-000 XXXXXXXXXX@gmail.com 06-26-18 Yes
Jeremy XXXXXX 202-000-000 XXXXXXXXXX@Mmail.com 05/22/18 No
Amy XXXXXX 202-000-000 XXXXXXXXXX@gmail.com 06-26-18 Yes
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Digital Branding Engagement

Storytelling \WWeb Pages Downloads Conversations

Calls / Tours

[ T — School June 2018
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SECRET#3: HOW to build your marketing campaign,
without feeling overwhelmed
(or becoming an expert)
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SECRET#2: HOW to find out which ads —-

SECRET#3: HOW to build it




3,200 FAMILIES ENGAGED

They click on all of the above, they go to the
new isolated web pages to discover more.

Get The

Word Out

Create Trust

350 FAMILIES TOOK ACTION

They like & comment, many
download our infographics, and
several inquire and schedule a tour.

& Connect

Inquiry Machine
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